It is difficult to get advantage if the companies only stay in the product and quality level. Brand marketing era is already here, and competition between brands has gradually become the focus.How to make customers brand loyalty and how enterprises can establish and strengthen the loyalty relationship between brand and customers, have become the focus of many businesses. This research is studying the brand loyalty from the perspective of customer value. Based on the research design, we proposed hypotheses and finally found the research results: efficiency value, economic value, service value and emotional value influence brand loyalty at the same time, the emotional value has biggest influence, and service value variables are relatively unremarkable. Finally, some reasonable suggestions are given for the future branding construction, and we also want to have a contribution on reference value for the further study, maintenance and promotion of brand loyalty.
INTRODUCTION
For today's world economic development trend, the market competition is not just a simple price competition, quality competition and service competition. It is difficult to get advantage if the companies only stay in the product and quality level. Brand marketing era is already here, and competition between brands has gradually become the focus. 'Forbes', as a business magazine with a high profile in the United States, rewarded 'The world's most valuable brands' each year since 2010. Every year the release of the list attracts a wide range of attention and debate. It can be seen that more and more entrepreneurs and investors realize that the brand is the most valuable property of the enterprise and the brand loyalty is the most valuable customers of the enterprise. On the other hand, the market structure changes, the market for electronic technology products is overwhelmingly in the buyer's market. Information on products and brands is complex and diverse. In the context of internationalization, it has become easier for brands to enter the market. Consumer choice space increases and factors that affect consumer decision-making are also increasing. In terms of products, the product homogenization is serious and the substitution is strong. The development of functional attributes and marketing strategies for the products of other companies are becoming more and more similar with Apple. How to make customers brand loyalty and how enterprises can establish and strengthen the loyalty relationship between brand and customers, have become the focus of Apple and many businesses.
II. LITERATURE REVIEW

A. Customer Value Dimension
In the study of customer value, many scholars have proposed the basis of the division of customer value dimension, one of the most representative is Sheth (2000) five-dimensional model and emotional value. According to the five angles to analyze the customer value, Sweeney and others on this basis, further subdivided the function value into quality and price factors. Demonstrates the quality from the function-quality and functional value-price, emotional value, social value four dimensions to meet the scientific nature of the customer value.
By combing the literature, and draw lessons from Sweeney's four dimensions of customer value's research model, combined with the case of apple, and the characteristics of electronic science and technology industry to make some adjustments: think the price can not fully reflect the consumer purchase decision, including factors such as sales promotion, so this paper will be the price value to the economic value, and electronics industry after-sales service is very important, so add a service value, social value is included in the sentimental value. Therefore, it is concluded that the customer value dimension of this paper is divided into effect value, service value, economic value, emotional value, these four aspects.
B. Customer Value Dimension
Integrated the theory review of customer value and brand loyalty, brand loyalty measurement index system of this paper is based on customer value, combined with the degree of customer value words divided thinking: emotional value, efficiency value, service value, economic value, combined with the company and the characteristics of the products of science and technology industry, to choose the appropriate indicators for each dimension measurement. Customer value indicators include the following:
 Functions value: mainly consider the physical attributes of the product, this paper studies this kind of case is apple products of science and technology enterprises, so in order to consumers for the product quality, function, technical skills, convenience attribute perceived value as a concrete measure.  Economic value: it is the customer perception of the purchase price and other cost, purchase cost that is paid with product price corresponding cash costs, other costs such as learning to use cost and maintenance cost, cost, etc., promotional activities will also affect economic value perception.  Service value: to read and provide after-sale help to the businessman is consumer awareness, to aftersales service and service quality as a measure.  Emotional value: it is the consumer perceived by buying products on the value of the emotional, to form the height of the spirit of the brand identity, this paper with the brand culture and brand image to reflect consumers' attitude to life, personality cultivation and other spiritual symbol.  Because of brand loyalty cannot direct measurement,
in the above theory study shows the brand loyalty is a combination of behavior and attitude, so this study with heavy buying behavior, oral behavior, as well as purchase commitment to measure three aspects.
Because brand loyalty cannot direct measurement, in the above theory study shows the brand loyalty is a combination of behavior and attitude, so this study with heavy buying behavior, oral behavior, as well as purchase commitment to measure three aspects.
From what has been discussed above, we can build brand loyalty based on customer value perspective study of evaluation index system, as shown in figure: 
III. RESEARCH DESIGN
A. Questionnaire Design
The questionnaire of this research is based on the abovementioned assessment indicator system. From four dimension of customer value which is emotional value, efficiency value, service value and economic value under the perspective of brand loyalty, with quantitative indicators clearly show the results of the study, and put forward suggestions for enterprises to improve brand loyalty.
The respondents of this research are people who have bought or used the Apple products. The answers of questionnaire will be designed to utilize five-point Likert Scale. Each scale will have five options. Use this scale to indicate the unity or disapproval of the statement of forgiveness. Questionnaires include three parts:
 Basic description. Have you bought or used any Apple product?  Personal information. Including sex, age, profession and monthly income.  Variables questionnaire. Including the score of the variables statement.
B. Research Method
After questionnaire recycling, input, collate, calculate and analyze relevant data. Using SPSS to perform validity, reliability and multiple regression analysis. Through this to make sure about its consistent and effective, at the end using multiple regression analysis, the relationship between the variables has been shown. The result of this research will be come out.
IV. RESEARCH ANALYSIS
A. Descriptive Result of Questionnaire
This study was used to obtain data from questionnaires. The total questionnaires are 350, and recovery of valid questionnaires is 293. The effective rate is 81.42%. The basic information of the questionnaire includes: sex, age, education background, occupation and monthly salary. 
B. Reliability of Questionnaire and Validity Analysis
Generally speaking Cronbach's Alpha Coefficient over 0.6 means the reliability can be accepted. Through table 2, all the variates and whole Cronbach's Alpha Coefficient values are more than 0.7. Thus, the reliability of this questionnaire is higher. All the gained data has higher reliability, result of this research is reliable.
This study used factor analysis to test the structural validity of questionnaires. First the questionnaire data was tested by KMO and Bartlett, KMO greater than 0.8 is suitable for factor analysis. However, the statistical significance of Bartlett sphericity test is less or equal to the significant level which can be used for factor analysis. The results are seen in form table 2. The KMO is 0.839, greater than 0.7. The Bartlett statistical value is significantly different from 0. The data is suitable for factor analysis. 
C. Correlation and Multiple Regression Analysis
Before regression analysis, a correlation test was needed to prove that there was a correlation between variables. The correlation coefficient can reflect the correlation between variables. When the correlation coefficient passed, the significance testing during 0.05 or 0.01, there is a significant correlation. Conversely, it can be rejected. There is no correlation between variables. The results showed in the form 3-3, according to the result. Emotional value, efficiency value, service value and economic value have significant correlation with brand loyalty.
In correlation analysis, there is certain correlation among these four dimensions and brand loyalty. The relationship between variables is not completely determined by correlation analysis, so regression analysis is required. Regression analysis experiment results in the causal relationship between multiple independent variables and dependent variable. In the research of this paper, the emotional value, efficiency value, service value and economic value are the independent variable, and brand loyalty is the verification of the specific relationship of the dependent variable.
From form table 3 regression analysis statistics show, the Sig. of emotional value, efficiency value and economic value is lower than 0.05 which means these values have significant positive influence in brand loyalty. But when service value greater than 0.05 which is non-significant. When these four variables came at the same time, there is no proof that service value variables can affect brand loyalty, so it is not included in the following standardized regression equation. Thus, according to the measured regression coefficient, this regression equation can be made which is:
Brand Loyalty = 0.108*Efficiency Value + 0.422*Economic Value + 0.321*Emotional Value Obviously, the emotional value has the highest influence. The brand image of Apple has always been impressive and well admitted by public. This could be the key element to consumer's brand loyalty.
Based on the results of correlation statistics are known as emotional value, efficiency value, service value and economic value these four-independent variables influence the brand loyalty in a positive way. The highest is economic value and emotional value, second would be service value, the lowest one is efficiency value. As technology and electronic products become more and more similar, the decision to buy depends on consumers' purchasing power and emotional preferences, so it is why the emotional value has the highest influence, and the efficiency has the lowest influence for brand loyalty to Apple.
However, from the regression statistics result, efficiency value, economic value, service value and emotional value influence brand loyalty at the same time, the emotional value has biggest influence, and service value variables are relatively unremarkable. Therefore, after this study, the following conclusions are deduced: When service value affects brand loyalty separately, it especially affects the effect. However, for the whole enterprise, these four independent variables produced at the same time, according to the normalized regression equation, if a brand wanted to improve brand loyalty efficiently, they could put improving emotional value and economic value in a vital position, then efficiency value.
V. SUGGESTIONS
A. Improve the Functional Properties of The Products
Quality is the basic measurement of the products, for electronic industry they need more to continuously strengthen product quality. As for Apple, the improvement of its hardware, keeping the originality as the biggest 
B. Optimize Pricing Strategy
Use a reasonable price to suit the target customers. It does not mean that the price should be as low as possible.
The key is to find the acceptance of price range from different customer range. Then make a price strategy. The value improvement can be achieved by using promotions and other price-off strategies. On the one hand, it can attract more new customers. On the other hand, it has improved the economic value and great promoting effect of cultivates and maintains brand loyalty.
C. Build the Brand Integrated Service System
For building the integrated service system to increase the competitive edge, Apple needs the improvement of pre-sales, sales and after-sales service. For pre-sales, the professional skill consult of Apple device can be provided at this time. During the sales time, payment suggestions, details of customers' needs can be provided by sales stuff. At aftersales time, their main purpose is to fix the problems that came from customers. Value their complaint, enlarge the complain channel. All above these can improve the brand loyalty.
D. Enhance the Brand's Emotional Content
Maintain a good corporate image. Corporate image is the most direct influence factor of brand image; Apple has two ways to improve their corporate image from both inside and outside. The social image building is the main idea of outside corporate image building, Apple can organize some charity activities, social program ect. By building from inside is improving employees' quality, because the evaluation from customers is directly influenced by employees' activities.
The Apple spirit is technology, environment protection, artificial, humanity and creativity. Nowadays, there are many similar products on the market, Apple needs to emphasize their differences, emphasize the Apple device can be imitated, not be overcame. Using the multi-media to express the Apple culture, understand the popular emotional values for being more specific in conveying the brand idea.
